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ShowBiz parent merges concepts into one bir pie 


Chuck E. Cheese, ShowBiz Pizza unify for greater marketing force 


by Milford Prewitt 


IRVING, Texas — "Concept 
unification" sounds like one of 
those heavy physics theories 
Whose meaning lo too abstract 
to havo any impact on every- 
day ito, 

But for Showbiz Pizza 
‘Time Ine, the paso is the 
workingtlegfa major market 
Inger inch not 
ie Tena tian the companys fa 
ture prosperity iat take. 

Eie company hatakenthe 
fist stopa to nily its two pizza. 
chains == Showbiz Pizza and 
Shuck E. Cheese — under the 
Chuck E Cheese brand. 

Biz Pizza Time will remain the 
corporate parent nare. 
instead of splitting its $9 
million marketing budget on 
Io arate hata the com 
pony ik seeking a bigger bang. 
rito advertising buck by ere 
ating a unified, stronger Men 
diy ip the quick serve arena. 

Nine former Show iz 
gitseperatel by the company 

have been converted into 

Chuck E Cheese unita in what 
îs planned tobe a lengthy and 
careful test before launching 
The conversion systemwide 

Noformal dater deadline 
has been set to complete the 
chan aa 

pave the way, for the 
same change, mont of the 1 
Hew sores tie company 

fla in the next year an 

Wee nated Chuck 


Cheese except for a few special 
situations 


dets, fr total coumt of 202 
6 company operates 78 
ShowBiz unita and 59 Chuck 
E. Cheese restaurants 

“The carly si 
Fe quite positive.” 

ak, chairman and chief ex- 
ecutive office, “If this proves 
to po well, we do see the day 
when the entire eystem will be 
Chuck E; Cheese 

“We're analyzing the mar: 
ets, und we will continue to 
followit, andi we have any in- 
dication that we have a prob- 
lem we will stop it immediate- 
iyn But at this point the results 

Loia Perry, director of ad- 
vertising and communica 
tions, sad zo far the franchi- 
Sieben very supportive 
fof the change and appreciate 
the advantages of on» name 
And one group of characters, 
Father than two, 

TAN in all, Pm amazed at 
tow well oth sides suport 
he plan,” Perry sai 

"Mike Hin. president of 
the system's franchise arare 
mion and an operator of four 
ShowBiz units E 
This is high fine 

“Tye been preach 
this a long timer Th 


ed. “All this time we've been 
Splitting. our advertising’ o 


onis arest franchisee, with 
18 Showbiz Pizza restaurants 


the plan, but his concerns were. 
dard by the benefit 
NL DEDE 
Billy Boband 
dca Fire brplanon. and 
I 


de ima folk hero to some 
Shomer aid, “But ie ely 
at we corae together 
Klim one name and one 
aeter, The socncr, the letter. 
“Tho decision to test merg- 
ing he concepts intone comes 
‘on the heels of the company's 
{uh “consecutive. quarter of 
Same Hore sales increases 
With average per unit 
volumes near $12 million, 
Showbiz and Chuck E. Cheese. 
have the distinction of tog 
highest per-onit ales, 
fralors i the psa business 
That they aso have one of 
the most lopsided sales pat- 
terns imaginable 89 percent oF 
S typical unit's weekly volare 
ig made during the weekend 
‘That's because the company 
elf primary ta 
Einilies with children less 
than 12 year cd 
For the comsunys second 
quarter ended June 29, Soom 


Chuck E. Cheese and rionds'onteriain the young lunch crowd at 


an irving, Texas, ShowBiz Pizza. 


Biz — which also operates 27 
Monterey's Tex-Mex Cafe Rose 
tauraa — reported a 99 pe 
‘com increase in net income, a 
$255 million, on a 3 percent rise 
in revenues, to $13 eullion 
‘Athoazh the ShowBiz and 
Ere 
{cally identical except fc the 
m, the toe gna as 
puio pemiing change hasa 
Fa doii nbat mokes Shon 


tortainment center with 


and rides and ia moat 
guished by an elaborate 
Tubos munie show featuring 
Eartoonlike characters, The 
Shracters will bear the initial 
fn of concept conversion: 
‘ShowBiz Piezas chara 
ers a rock-n-roll group icd 
by Billy Beb and the Rock-a- 
Fire Explosion, will be perma- 
rently retired while Chuck E 
frase, a giant muse tha 
Sears red vet and matching 
derby, wil be sutfured 
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EERE | 
ShowBiz Pizza Time Inc. 


(Continued [rom paye 12) 
throughout Goth chains in 
marketing and 

aes 
terjofunging pata 
A dog named Jasper T. Jowl 
Helon Henny chick 

uh, a purple, gurillike 

reatu; and Pascal a chof. 

A marketing suay tlt 
the companya planners tat 
Chuck E. Cheese was a far 
more memorable charactor 
than Billy Bob. 

‘Despite tho amusements 


tira recent marketing st 
Mütaiog tat Faria vlt 
leet acta sue 

Y White switching roboti- 
ciae mascots may sec some. 


A big concern is | 
they impact the | 
switch will have 
on ShowBiz 
franchisees. 


what trivial, Frank and bisex- 
Scutives said the move ir 
fraught with risk and un- 


“guess there's a little sen- 
timent seeing the 


crentar of mast of the company's 
characters. “The franchisees 
‘made a lot of money from these 
characters, and, hopefully, the 


at features Chuck E. Cheese 
asa master of ceremonies pre- 
enting his friends, who sing. 
Songs that introduce them- 
selves to children unfamiliar. 
‘with the characters. 


SHOWBIZ PARENT MERGES CONCEPTS 
INTO ONE BIG PIE 
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